JASON
CRANFORD TEAGUE

ABOUT JASON CONTACT INFORMATION

Jason is an experience designer, manager, and

mentor. His books and articles about digital design a8 CranfordTeague.com

include CSS3 Visual Quickstart Guide and Final Cut ¥, +01.541.600.4429

Pro & The Art of Filmmaking. He is a leader in the

internet industry, working with clients including Virgin Jason@CranfordTeague.com

Group and the Aspen Institute. He is currently an @ mastodon.design/@jason
independent consultant and adjunct professor in ) ) o

Interactive Digital Media at Drexel University. in linkedin.com/in/jasoncranfordteague/

WORK SAMPLES

In the years | have been working as an experience designer, my
methodologies and deliverables have changed and evolved to stay current
with best practices, but my commitment to delivering the best documentation
quickly has not.

These somp|es presen’red her include several of my most recent efforts,
showing the breadth of skills and tools | bring to every project. These include:

UX Strategy
Product Comparison

=  Journey Maps

= Service Maps

»  Storyboards

»  Product Concepts
» Ul Sketches

»  Site Flow

= Prototyping



http://bit.ly/JasonSite
http://bit.ly/JasonSite
https://mastodon.design/@jason
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Audience Segmentation - Policy Influencers

Audience

Occupation
JasonSpeaking
55 Inlet Cou e

Background

Goals &
Motivations

Key Tasks

4 4 2 1 2

Anne Kelley

Government

USDA Program Manager
I need information to help me make
more informed programmatic
decisions.

Grew up spending a lot of time outdoors
and hiking. Worked for a summer on a
farm. Studied nutition and environmental
studies.

+ Quick facts to insert for a presentation or
5

+ Packaged Analysis
+ Understanding other departments
« Birds eye view of issues.

Ensure the success of nutrtion programs
managed by USDA.

Provide nutrition education, support
hunger relief efforts, support nutrition
ey coordination.

Inform the public
Give presentations and speect

Manage program (staff, budget, grants,
research)

Develop memos and briefs
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Dan Jones

Maria Velasquez

Nancy Thompson Mark Khan
Media/Blogger Legisiative
Legisiative Assistant for Senator on
990e! for Agri.
Ineed the latest data and storyto I need
‘share on my biog. Senator for his next meeting.

Nancy has a Ph.D. in health and
nutrtion from UMass Amherst, She is
currently a professor of sociology at

UCBerkeley and has published many

Originally rom Maine, Mark has a BA
in Poliical Science from Georgetown

Owner, Dan's Manufacturing Co

Researchers

Fellow at Brookings Insttution

on
commodities to see how it may impact my
business.

Grew up on a farm in lowa. After studying
agriculture at the University of lowa, Dan
m

legislation that supports small farmers.

rted a fa
equipment.

people are
researching in my field and get ideas
for new research projects
Based in Washington, DC. Holds a
Ph.D. in Sociology. Interested in water
policies and food production.

books on food, nutition, and the
environment.

Features - Web Site

Features by Priority

Search
Users can search the contents of the web site

Bookmarking/Save for Later

Allows users to save an Article to read at a future date or on another platform

Copy & Paste

Users have the abillty to select text and copy and paste it

Interactive Elements

Users can manipulate elements of the content or watch/listen to content

Magazine Interface
The look and feel of the site resembles a magazine

Notifications/Subscriptions
User receives a notification for new content

RSS Feed
Users can subscribe to an RSS feed

Sharing Articles
Users have the ability to share articles through email a

Audio/Visual
Users are able to play/listen to podcasts and videos

Figure Gallery

Space that brings together all charts, graphs, tables, e
Contact Author

Users are able to contact Author

External Embed
Users can copy and paste code to place an object on t
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Feature by Priority
Offline Reading

Users are able to read content without internet or a cellular connection

Regular Ad-Hoc Updates.
ERS can update content at any time

Interactive Elements

Users can manipulate elements of the content or watch/listen to content

AudioNVisual
Users are able to playlisten to podcasts and videos

Content Automatically Flows from CMS

Content is placed into tablet version from CMS database

Magazine Interface

The look and feel of the tablet experience resembles a Magazine

AW Brand Distinct from ERS Brand

AW's look and feel will be different from the ERS look ar- fe=!

Notifications/Subscriptions
User receives a notification for new content on device

Bookmarking/Save for Later
Allows users to save an Article using bookmarking servi

Sharing Articles
Users have the ability to share articles through email ar;

Copy & Paste

Users have the ability to select text and copy and paste
Print

Users print content in a readable format

Search
Users can search the contents of Amber Waves

Contact
Users are able to contact authors and ERS
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Infographics

Info graphics are used to visually tell the story of the article,
generally using a combination of data and pictograms.

Infographics allow you to:
Tell a story in a visual manner
- Provide a teaser to more data or information
+ Provide a consistent design
- Create content that can be easily shared and posted
to other sites and social media channels (facebook,
pinterest, etc..)

Recommendations
+ Use a simple info graphic as the cover image for each
issue, to tell the story of one of the feature articles like

. If time and budget allow, develop simple interactive
caver info graphic images like http://
visualization.geblogs.comivisualization/
health_visualizer/

- Develop info graphic story styles to encapsulate
articles for findings and data feature stories.

Goal
To ensure that all information in Amber Waves tells.

arelevant story to the reader. w2 Title Definition Example
§ . 2500 word article with 3-5 charts. In the past
Recommendations Articles Feature Articles i has been a 4-6 page spread. =
+ Continue the format of long articles - 400 word article with 1 chart. In the past this "
(Features), short articles (Findings), and a ICRoS has been 1 page. 29.spx

Content

Cover examples:

UX STRATEGEY

After a rigorous discovery phase with the client (THE USDA) | produced this report to
show our findings and some possible publication models we could use to distribute their

magazine online.

Article examples:

data focus (Data Feature).
Continue curation of Amber Waves and

focus on the most popular, pertinent

publications to showcase in Amber Waves.

You don't have to use every data type in Data
every issue. Select the data type that best

supports the story you want to tell. For

Data Feature 600 word article with multiple charts.

o
Dulrient-intake-data aspx

Table that displays important price, income,

Indicators and production information

‘ers.usda goviamber-waves/2012-junefindicators. aspx

Discovery | Amber W examplo, its not necessary o have "On the Inthe long Fun  Chart thatdisplays data over a long period of ., B
Map" in every issue, however, if there is a time
great Map of data relating to the drought (or
Jason Granfor other timely topic), include it. On the Map Data displayed in map form rs.usda,
B - Content can be flexible, not all data has to
be displayed in a pie chart or bar chart,
consider images, graphic representations, P I : H M I 1 A H P I I |
and infographics as wel. ublication Mode — -RocC Faralle
Articles are written and then submitted as ready,
‘moving around independently within the production
© =Available © = Partially/Extra Effort X = Not Available process, published as ready to the Web site and
tablet version.
Web Site Web App Magazine App
M ° ® - ok
@ @ [¢]
@ @ ®
Discovery | Amber W
® @ ®
® ® 11 ) :
o o . Publication Model 2 — Ad-Hoc with Quarterly Magazine
® ® ®
Articles are written and then submitted as ready,
i moving around independently within the production
U ser Sto ries process, published as ready on the Web site. A
quarterly version is then created from the content
published on the website. — o
User Stories nerctve ot Sharin Extornn .v |
FE G S mreem corrn Gt AR oo nm 9 om B Editing & Pre-roview . | T
! L))
prepare for a TV Interviow. weosie v v v v « Review & Clearance =
A5 2 USDA Program Manager | wan 0 read Amber Waves fon/Revi
(offline) so that | can gain background on the latest findings related to my tablet v v 4 Grodictorbiexey]
program,
relatod o nulrion So that | can wite a widely read biog Story. website v v v v Discovery | Amber W
As 2 Biogg e = —_ S—
that | can wrte a food poliy post. ] & 4 “ tazon Cranfol
0 doumata want o oot on h g soarlean . . . . - e o
money so that | can decide whether or not to cut ERS’ budget. v v v
Ican brif policymakers. tablet v v
wensto v v v
e e v v L
Editing & Pre-review - s
1 can price my products accurtely ot v v v L]
« Review & Clearance
hsa
websiteftablet 4 v v v 4
m insplration and Production/Review
s 8 Rosomchor o Ani Wavsc | nTSans 10 > ) >
e oo Prfossor want 0 v o Anbor Waves st Discovery | Amber Waves /- USDA ERS
s 2 ToacherProfessor | want o so arlces in Amoar Waves 5o tha
my students can leamn about il ssues weoste v v v v v v v v 9079
Jason CranfordTeague
As a Stucent | want o find ariles on soil eosion so that | can
e s Stert Lems o e e v v Thu Jul 31 2014
Discovery | Amber Waves - USDA ERS
5009
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Call Recording Service

Product Page Comparison

Thu Dec 15 2016

Prepared for

INTERNATIONAL

Product Comparison Introduction

Call Recording Product Page Comparison

We examined six different product pages used to educate people about call center recording systems. We
focused on the path from the home page to a Workforce Management or Workforce Optimization product

page.

ZOOM International

Zoomlnt.com

At ZOOM, we give contact centers of all sizes the tools to make better
customer connections, but we can only do that if our own customer connections
are the best they can be. That's why we've made it our mission to lead by
example, and continually aim to improve our tools and set new challenges for
ourselves.

Verint

Verint.com

Verint is a global leader in Actionable Intelligence solutions with a focus on

, and fraud, risk and
compliance. Today, more than 10,000 organizations in 180 countries count on
intelligence from Verint solutions to make more informed, effective and timely
decisions.

Nice

Nice.com

When the world's leading companies want to improve their business
performance, increase their operational efficiency, prevent financial crime,
ensure they're fully compliant or enhance their safety and security, they talk to
NICE.

cusfomer engag security

Five9

Five9.com

Five9 is the leading provider of cloud contact center software. We are driven by
a passion to transform contact centers into customer engagement centers of
excellence, coupled with a deep understanding of the cost and complexity
involved in running a contact center.

Genesys

Genesys.com

For over 25 years, Genesys has been delivering exceptional customer
engagement solutions that build lasting customer relationships and
transformative business results. It's what we do. Today, over 5,000 customers of
all sizes in more than 100 countries rely on the Genesys Customer Experience
Platform to orchestrate over 25 billion interactions per year through the voice
anc

Evaluation Criteria:

Load Speed: Fast | Medium | Slow
>3s 3-6s  6s+

Clarity of design voice

Ease of use

Features

Key Features Examined:
Mobile Friendly

Symantec Confent

Social Proof

PRODUCT COMPARISON

ZOOM International was inferested in redesigning their marketing website to increase
the number of demo requests they receive. To begin this process, | did a competitor
product comparison, looking at specific heuristics across multiple web products. These
results have since been used to inform the ZOOM Internation home redesign.

pra
Ce ZOOM International Call Recording Product Page Comparison
Ce
Col Speed:  Fast
'm(: = = Ease: 7/10
o
Clarit 5/10
;°d Workforce Management F:ﬂ'" tei_ o
e"" Version 5.8 is Now Availsble e
inte
| - KEY FEATURES
inte V' Mobile Friendly

START: Zoomlnt.com

User clicks Solutions menu to che

Workforce Managemnf. Verint

v Symantec Content
X Social Proof

X Hero Images

Call Recording Product Page Comparison

User scrolls.

START: Verint.com

User clicks Solufions menu fo ch Fi
ive9

Workforce Optimization.

Speed Fast
Ease: 6/10
Clarity: ~ 3/10

Features: 4/10

KEY FEATURES

A Mobile Friendly
Symantec Content
V' Social Proof

A Hero Images

X Clane\lalin Dennnritinns

Call Recording Product Page Comparison

User scrolls.

g™ )

START: Five9.com

2 page scrolls. Clear call to acti

User clicks Solutions menu to choose
Workforce Management.

No information provided on main WFO
product page. User has to choose from sub
page.

of

User views information.

1 page scrolls. Next clear next steps. User has to
click menu to proceed to next page.

(5}

User views information. ~1 page scrolls. Next clear
next steps. User has to click menu to proceed to next
page.

Speed Fast
Ease 3/10
Clarity: ~ 4/10

Features: 2/10

KEY FEATURES
V' Mobile Friendly

A Symantec Content

<

Social Proof

x

Hero Images

x

Clear Value Propositions

x

Figures lllustrating key points

<

Functionality Explanation

x

Architecture Explanation

V' Clear Next Steps

UNIQUE FEATURES
Page Interrupt: Pop-up to sign-up for
newsletter.

EVALUATION

Despite a clean and well ordered design,
Five9 lacks several best practice features, and
presents the visitor with a page interrupt when
the page loads for the first time, disrupting
their experience, and important content pages
are hidden under top level menu options (3).
Additionally, imagery is extremly blurry in
places, which looks unprofessional.

A Although using proper HTML tags, they
are not well ordered, leading to poorer SEO.

JASON CRANFORD TEAGUE
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Charle Braun & rave

ncuguratin, She vt fo

waling ditance.

Process @

Touch-point
.

Experience

Guest: Charlie Braun

fashingfon DC fo
s but howe her o place i o ot o do within

e wek sty during the Presdentol

Consults RoomRefs for property reviews

STRs  © ; i
— (] o

Request Denied

° ]

After investigation, the guest is
number of

choices and the disparity of reviews

and review qualty for each property.

on the STR site, and uses these to
narrow their choices.

e

STR it
ask for the room fom he host.

Atthis point,

The guest looks

either by a ik from the STR or
recommendation on site

o of the properties,
discarding any that do not have &
rating. They also base the choice on
what the Ref has said is avaiable in the
immediate vicinty:

Guest
that they based their decision on
RoormRe rank when taking 1o th
Host

Description  Anevent igger the guest to decice
raveing, butuser dogs not went o
stay na hot, so decides to ook o
Shorttem rontal
i At i poi, the quest s esing
Opportunities  port %
iforont posshities
RoomRefs

GuestJourney Map | Fri Sep 16 2016

Request accepted by host

f e
>

-
‘ Guest Mindset

Dilog

*

Looks for area knowledge

Needs help vith se

X ~
Guest: Donna Brown ,E — g e
Dorres Bown's ovehng o Woshington DC fora o weck sy durng e Presdentcl
ncarotin. She werts 1o sfo nr fends bu hav bt owt e wih ot o do ihin -
wolking st Shortsem Renvol (STR) i Dilog [ I

-
‘ Mindset

-
Process @

OURNEY MAP

To better understand the process pofen’rio| customers and clients go ’rhrough in order to
find reliable information about 3rd party rental properties, RoomRefs engaged me to
create journey maps to show their process, touch-points, experience, and potential
opportunities. This lead to a design engagement with the start-up.

Touch-point
N
i Er——
ETTT——— =
Experience 8
T
- . :
4 STROven R Options : RequestDenied
- - - (] (] — Ref: Joel Hodgson e @ G
Phases Trigger Discovery Research Reserve -
S L
Description e tigger for he igation, the quest s . the guest STRsite
quest o number o properties on ask for the room fom the host
Weshington DC during the choices bt reaches out o thirtop  RoomAets, . Mt -
inauguration, butal otel are bocked,  choice who tols hem to check the
30 they decid to i an STR oo
; Attis pon, the guestis fooing o They what he Rl Guest shouid ba prompted fo me
Opportunities dioh o o s s mhe s 1t ey oo n
iforont posshities agency wih no e o any STRs ity RoomRet rank when taking o
Host
Process
RoomRefs
Journey Map | Fri Sep 16 2016 Touch-point
N
) Ref valuates STR Hos send RR Link fo Guest
Experience
- Host: Betty Draper M i oo @ G
Phases RR Eval Write Up Post ity Droper s o periment n Woshingon DC, bt rovels fen She b o e er
o shr e el i A o el by
. Sovemiends® § O @ e
Description e nauguration's the trigger for the Afterinvestigation, the guestis . the guest STRste
avest number o properties on ask for the room fom the host
Weshington DC durig the choices bt reaches out (o thirtop  RoomAets. . Mt -
inauguration, butal otel ar booked,  choice who tols hem to check the
30 they decide to nd n STR oo
Opportunifies A port e uests eing o o whatthe Rl Guest
toral, © evaaton has sad s avaabie i the immedte  that tey basad theirdeciion on
ot possibilis. agency wih no ties toany STRs ity RoomRetrank when taking o

Host

-
Process  §

RoomRefs

Journey Mop | Fri Sep 16 2016 Touch-point

+

Experience

Phases Tr igger

s up account with STI

STR Set-Up

GuestInquires obout Hosts STR

Hostsend R Link fo Guest

Request Denied

Negotiation

Description

Opportunities

the rigaer for the igation, the guest is . the guest the STRsteto  Once accepted, the guest begins to The guest stays at the STR
quest number of properties on askfor he room from the host, plan ther trip basect on the location of
Westington DC during the choices but reaches out o theirtop  RoomRets.
inauguration, but all hotels re booked,  choice who tlls them to check the.
50they decide to find an STR R
At this point, the guest is feeling P They what the el Guest should be prompted to mention Provide area knowledge forlocation Athough the trip s planned, inevitably
tional, o evalation hes said i inthe immediate  that they based their decision on the provided by the Ref. This can aso b
diferent possiities. ‘agency with no ties to any STRs vcity, taking to the help that is not avaiable through an

Host

o
phase as wel.

STR. Roomfefs can filin that gap.

RoomRefs

Journey Map | Fii Sep 16 2016

JASON CRANFORD TEAGUE
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Service Map for Recurring Services S E\/ | ‘ E M A P

!

Phase — Agreement ——— Service — Payment

During the initial design thinking phase of the Tether project, | constructed several
service maps to consider the different stories, stages, and touch points we would be
designing for.

Customer Actions.

Touch Point

[ I I

| | |

§ e [l
Service Map for Family Funds
7 1
H Matching “Good Buy” Matching Funds
g — e i Phase , Agreement Purchased Paid
L
H Bl ‘
Story' Teen earns money based on reoccurring services completion.
*  EXAMPLE: $20/bi-weekly for taking out trash, emptying cat box, and cleaning kitchen. " o L
E
F]
2
. = e =
] = T i
H
H Service Map for Good Buys
- 1 -
H Matching “Good Buy” Matching Funds
% ooanay e I e Phase Agreement Purchased Paid

Customer Actions

Stor « Parent agrees to match funds on certain kinds of purchases.
y' EXAMPLE: Parent agrees to match funds on purchase of non-fiction books at 1:4 ratio.

E
If the E

F]

2

. P e e

] : = T i

R H Service Map for One Time Service(s)
| 1 -

i — o

3 S e — Phase - Aaeenen e [
: =
g
; =

Story: Parentagrees to match funds on certain kinds of purchases.
y' EXAMPLE: Parent agrees to match funds on purchase of non-fiction books at 1:4 ratio.
e ; = = = = &
g
2
= =
& o smerto i
E ! approve. o
H
B b1 ! ‘

3 s e s

Project Tether Last Changed Page
Story' Teen earns money based on reoccurring services completion. Service Map Wed Moy 30 -
. 2018

EXAMPLE: $20/bi-weeKly for taking out trash, emptying cat box, and cleaning kitchen.

capiraich CONFIDENTIAL
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Fromstage  Backstage B . T () R
5':-m-/ My Apps. Ask for Apps Workspaces Internal Apps Alerts. II-I-;M Portal Help
n i Control conter
waier P s | d ite fl d helo desi d | d th li ; h
[=1 produce site flow documents to help design, development, and the client view how
®'@ different content and Funchonohfy for the produc’r will be encountered by the user as
Citizen .
We” as G”OWIng us to agree on 'qu scope OF Worl(.
Puic Apps
croae Reset
Password Acquisition/ Bail Bonds.
Submittojoin Entoremelfor Merger/ Active Agent 1 1 1 1
passordest Discaimerot  Listing
onrl
Industry ts & About Us.
® ® ‘Guidance. Publications.
Contiuing External Misonand  Advisory
Education Appeals. Leadership Boards.
Valid? Valid? Provider
Disaster and Creditand Agents and Health Premium coviD-19 Regulatory & Press. Consumer
Food % brokers meurance  Finance Industry Leglative Rolsses  rochures complaint
®© © — — = - = ——
Company Finder
Seareh
Submission Submission combis ewvork il Agents
Confiemed nformation Health e
L W= W e e (ST » - —FFEEE
o M Supomnt-prviders e
auto Holoaust Banks and
p— isurance Claims Trsts
Pasoord Supected  WhoWe
Rast Link FrausRoport  Superven
Bail Homeowner Bond Auction List of publicly
andTonant Sericos aviao Logout
Resaurces Provder applcations )
Dashboard  Registered
l | Desrption
Bankingand  Life Insurance. Budget l l N ( |
NYS-DFS — User Flow | Current Portal ey Planners
Pubc Aops
Findan Active  Find Medicare Finda Fi
Scams, Student Loan Check B Eprietly [Conttuts) G g e
Shomat ey Cobers Agent oy Edveain FromStage  Backstage
Find a New Find an Agent Finda Fi
- m— Yot comig Palkonng 0 Sign Out
et Wootors  Edaton  Provders/ Pl
e & P Public Apps
= FE Listof pubicy Signn
Citizen ————» le
Find Status of Find an ‘applications
orAddton i)
et Aoponl
Camplint
g— - o . -
NYS-DFS — User Flow | Current WebSite [r— [r— r—— Publlc Apps.
hequiion/  Extemal ofiformation . U (ru— ]
b o e E Bail Bond ‘Supplement Continuing R
Disclaimerof Baguest Agent Honty Educaton
Contrsl Premiums Provider o - S«
Frontstage | Backtage ) e o=
Flotoran  Fllorupdate
Insuranceld  aPurchasing  Cybersecurty FindaNew FindNY B
=2 €= asptons) Yorkstate Continuing Supploment  ©
&= Honitors Ed Fiings P
Course Signin
Sign Out
‘Search for Find Status of Find an Find aLost A
s orhddtos  Extemal surnce r »
‘Dashboard My Account Registered © Public Portal
s sl Feler 1 ©® D e Form
an Filean FileaFreedom  FI Public Apps
NYS-DFS — User Flow | Recommeded Acquisition/  External of information  C
Merger/ Appeal Law (FOIL) c
Portal Disclaimer of Request ‘App Request Forms
contrl Hppsusercon reuest ccess
T a—
e (— = W= W=
Insuranceld  aPurchasing am m | FrontStage Backtage - P
Barcode Key Group Scheduling
pamm— and Tracking
System (ATH)
oo Hecess
Listof g Fiea coms  smat Homaowner foridusty | coubm  cimate Cpbersecuity  Transacion
spprove o Daegated - Oivers Complint inormatin Busiess  andTenant Industry change Resourcs  onitoing
joasch Resis s user AMmiistratio | | lnokisk citizen | for Consumers ~Resources Resources Guidance Center
Sus OFS n(DA) Leader:
Fasforvard Survey
Crodtand  Baokingand  Scams, Crulr Industey neragency  arprotatons
nswnce  Holding &5 = a = = oty
Companies Compar Maney Frauds
andFratvornal  Portal
Applica.
SocetyFlnge
NYS-DFS — User Flow | Recommeded Fravds e Lifelnsurance  Auto Healthcare Disaster and Regulatory&  Diversity, Enforcement
Portal — Public = | race e Lgswiv Coiymd 4ucine
Plans (FPP) (FT) Center
Financial StudentLoans  Bail Holocaust. Consur About DOFS Techsprint on Innovator News and
BrsERal EBe Paeing - i ot i Dighal Resources  Events
Resources Reguatory
Reporting
StdotLoan Toror
Servicer Insuran Publications | Press Weekly Annual OtherReports  Statements &
Livwnsing (TRA) Releases Bulletins. Reports. Comments.
)
Agents and Banks and Money Virtual Check Upcoming Previous
Trsts Trnanittors Curency  Cashers Panners
NYS-DFS — User Flow | Recommeded B Frry e oty
Portal — Registered [Renses [Seipace Act Ratings and
N Ppr— ‘Summaries.
Liensed Sudontlomn  Prmim  Salesfnance  Consumer ContactOFs | submita fewent
Londers Companies  Sorvicar Fnanca Comparies . credit Comment Rort
Liconsing Agencios Roporting IiroLch e
Agencios a0
Insurance Property Health Life Insurers. Insurance About Us. Mission and Advisory Institutions ‘State Office of
Companies. Insurers Insurance Education Leadership Boards We Supervise Financial
Companies Provider Incusionand
Programs Empowernent
(SOFIE)
Bail Agents. Service. Bond Auction Help Accessibility Disclaimer Privacy Policy  Site Map
Contact  Sorvess & Ronsonale
Providors Provider Aecommodat
ons
NYS-DFS — User Flow | Recommended 4o/ 7 |

SITE FLOW

WebSite
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STORYBOARDS

Using Agile methodology coupled with a Lean UX approach, | created simplified
interactive prototypes, which | could then quickly convert to storyboards for
consideration during daily stand-up meetings.

PRESTO

Design
9 User Story: User specifies specific subssite from list of previously used subssites.

Presto Notes — Multi-site

v1.5.2

Thu Nav 21 2013

3
Tito e
Requied Propertes Ciasscaton
Sharo Status . e " V6 " om
o
Asset Type @ user licks "edit” button foe subsite. @ User con choose from o st of upo the lostfive subsites they have used. © Subsite can be edited ot any point il the user saves the osset.
Greated By Clicking the name will set that as this assets sub-site. Clicking the star will
reated By
Vota nformaton
Wodited By
LastAction
e oy s 1. © Asset Group Site: Displays current
Stas .
. - 5 asset group for site.
Shred front Asset Group 1A (Defautt) 1 . N
hsimen Embargo g 2] © Asset Group Site Options: User can
Sito 1A p Dulih Propories Duleh Do/l My Corwal Jorsey  wom choose from a list of allowed asset
QSbstetnt oo a1 tons group sites for the property.
Sub-site 1A Asset Group 1A, Exclucofrom Mobil / Taot
o e
Site 1N Asset Group 1N... Default) Asset Group 1N-n” If there are 5 or more asset group
Asset Group Na... (Defaul) < S Asset K. 9 Asbury Pars Prese sites available to the user, the last 3

A Corn swamny

previously selected asset groups

(NOT including current) appear at
s the top of the list in a separate list
Broadcast SiteN labeled "Recent" with separator
below. Full list is labeled "All" in this
@ The edit button s no longer available after saving. case.
Presto Notes — Multi-site | User Sets De Aoy =
page 50f 10 | v1.5.2 | Thu Nov 21 2013
@ Pemive m . » = "
i © Asset Group Site: Indicates asset
- Crvate Siory group's site, linked fo that sites
— home page if available.
Presto Notes — Multi-site | Origin/Asset,
",0 v s
page 20 10 | v1.5.2 | Th Nov 21 2013 ve se St ok 1o sobito home page i
 Current it i displayed intop ight comner of scren. © User clics 0 view drop-down ofavailabel . © 1fhe user hos made changes sincethe lostsave atin, the system asks available. "None" is displayed if
‘whether they want fo switch without saving or cancel. N N
there is no sub-site.
© Edit Asset Group Sub-site: Click to
AL tnding view options for chaining the sub-
e site soup. Button is not displayed
ey P oopwacs ey & . after the asset is saved.
[a] >3 -® O Sharing Status: Indicates current
User Story: User specifies specific subsite from search 14 -® e ::;r:hsu::i:';'smm: User clicks to

edit Sharina Status. Sharina

Presto Notes — Multi: | Setting Site v
page 6 0f 10 | v1.5.2 | Thu Nov 21 2013

- - Asset Group Pattern for retrofit: A similar but simplified pottern p ——
m i y . will be used on exiing Ul

el HE

None .

@ When switching, site being switched to is opened in same window, w

o © Share: ©Yes ONo
previous psiton in site preserved. Nea—

© Rsset Group Site: Linked to that sites home
page if available.

Presto Notes — Multi-site | Switching Site . Lo 4 & . e © Asset Group Sub-site: List of available sub-
age 3 of 10 | v1.5.2 | Thu Nov 21 2013 Z 3 L) sites for site. "None" is displayed if there is
pag 5. no sub-site.

D User dlicks "edit" button foe subsite. @ User can search for subssites n fype ahead menu. Afte selecting the © Subsite can be edited ot any point uniil the user saves the osset. © Sharing: choose current share status. "Yes" is

option, itis et as the assebgroup subsite, and odded fo o “sticky™ st of del Create Story: Ploce below "Source” el and reploce vi Gallery: bove "Gallry Type".
Tost 5 subsites sleced by user. pattern,

Tooltip: "Choose 'No' to limit sharing to

<site name>."

- - Presto Notes — Multi-site | Setting Shari
page 7 of 10 | v1.5.2 | Thu Nov 21 2013
- ® . =
s —

@ The edit button s no longer available affer saving.
Gallery: Add asset group pattern above "Tags". Video: Add asset group pattern above "Tags".

Presto Notes — Multi-site | User Changes Sub-site PRESTO

page 4 of 10 | v1.5.2 | Thu Nov 21 2013 Design
Presto Notes — Multi-site | Retrofitting Site /Sub-site for Current Ul PRESTO
page 80f 10 | v1.5.2 | Thu Nov 21 2013 Design
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PRODUCT CONCEPT

Aurora Health Care was interested in investigating innovative methods to provide

Doctor Finder patients for searching for the right doctor in their extensive database. | presented two

Concepts

Thu Mar 23 2017

Prepared for

(%)

Aurora Health Care

Doctor Finder Concepts

Keyword & Filtered Search: Input

Doctor Finder Concepts

CDprar s

MYAUTOEA S bom e

Hello,
I need a doctor.

Keyword & Filtered Search: Results: Scroll

separate methods based on fast search techniques.

©
©

Doctor Finder Concepts
__ doctorsmameorspecialty _ ciyf ) Family Medicine Any Any
who We found 51 doctors. Any Any Any °
i doe
fis
Ghudran A. Abdulal , MD o
Hello, I have a ¢ wkt
d { OBGYN 133 aings 128 Reviews 555 W Notora
I need an appoi uror Hesn Core Mecie
Keyword & Filtered Search: Results 1 Doctor Finder Concepts
If you have an Aurora doctor, and a myAurora View Profile Schedule Al
account, you can view available appointment 1
times and schedule an appointment by logging (<) b O " s
And if you don’t have a myAurora account sigr | Anmre Hewh ¢ -
upis quick and easy.
MYAUTOTR s Primoryfi
Log in to schedule an Appointment » Ghudran A Y 3
oo
Family Medicine Hello, I need a doctor
OBGYN e
Aurora Health Care Medica Family Medicine 5351 Any
View Profile Schedule A| )
1 Any v Keyword & Filtered Search Results: Map Doctor Finder Concepts
) Family Medicine Any Any
Candena A We found 51 dC We found 12 doctors... Any Any Any
e Mo
OBGYN ust P
(0} 6 * kot F
Ghudran A S _
Ghudran A. Abdulal, MD
« Family Medicine View pra “ doctorhighighted
OBGYN
Aurora Health Care Medica 0) 6 Mo
4 < Ghudran A. Abdulal, MD
View Profile Schedule A| | S o
3 ¥
1 6 * K KA "
Candena A T s
Ghudran A. Abdulal , MD E
OBGYN Prof

JASON CRANFORD TEAGUE

WORK SAMPLES | PRODUCT

CONCEPT
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Login
Similar IA to Capital One
app, but places teen
customer at center of
experience.

Dashboard

Presents teen with important o

info, each element clickable
to get to further details and
functionality.

Your Checking

N
’3,4567

Your Allowance
+30

NaDas

Your Quests

-
N/Xg/ ‘
\vAwanNVGAwanLJ / (@/

Account

Account details presented,
similar to Capital One app,
but with functions tailored to
teen needs.

@

b

Ul SKETCHES

| used Apple Keynote to construct a working prototype to show to key stakeholders. This
had the odvon’roge of being able to occura’re|y o|isp|oy not on|y the visual Ul, but the

interactions, and transitions we would be using.

Account

Information about bank
account.

Account

Teen can move funds to or ‘

Transfer To/From Goal

from account into goals. The
money will not appear in
available balance.

Account

Teens can mark a goal as
completed.

[ZIslide to Confirm

JASON CRANFORD TEAGUE

WORK SAMPLES | Ul
SKETCHES

Page 9 of 10



WELCOME TO

P AIRON

: ‘ CREATIVES TO DIS~~mn
CAREER PATHS ‘ Tl

Prototyping

| prefer designing using HTML, CSS, and JavaScript to be able to show all interactions
and ensure that the producf will work as designed when deve|oped. To do that | dep|oy
a self made tool set called Proty2, which allows me to present functional prototypes to
c|ien’rs, inc|uding navigation, micro-interactions, and responsive design. [n oddi’rion,
Proty2 produces a living digital style guide that always matches the design.

DIGITAL & SOCIAL

BEAUTY INDUSTRY & \iEp1A MARKETING

CHIRON @ uvonsay

CREATIVES
DISCOVER
CAREER PATHS THAT 7/

PASSIONS

15 Get Test Prep & Colloge Counselin

CHIRON

JASON CRANFORD TEAGUE WORK SAMPLES | Prototyping
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